Abstract. Tourist shopping revenue makes a great contribution to the Hong Kong economy. However, the movement "occupy central with love and peace" (OCLP) generated Hong Kong social chaos, then contradictions caused by the "boatman" problems and in April 2015 began to tighten visa policy both affected the number of mainland tourists to Hong Kong. Few empirical researches are carried on the topic of tourists' satisfaction based on this change. The specific purpose of the study is to investigate to what extent that tourists are satisfied with shopping in Hong Kong since 2015, and to identify the factors that influence tourists' satisfaction towards shopping in Hong Kong. Through this study, it aims to help tourism shopping marketers better understand their customers, and shopping planner can tailor-make appropriate marketing strategies in catering these tourists.
Background of the Study
As a "shopping paradise", "shopping" in Hong Kong has always been a selling point to attract tourists. During the past 10 years, Hong Kong's tourism industry accounts for about 4.7% of GDP, especially the contribution of shopping play important role in the economy of Hong Kong.
However, recent years have proved to be challenging time for retailers in Hong Kong. Competition is heating up both from mainland China and abroad. Other Asia market such as Singapore, Thailand and Indonesia are developing as holiday destination and as shopping centers that compete directly with Hong Kong.
Since 2014, firstly the movement "occupy central with love and peace" (OCLP) generated Hong Kong social chaos, then contradictions caused by the "boatman" problems and in April 2015 began to tighten visa policy both affected the number of mainland tourists to Hong Kong. Since 2015, mainland tourists to Hong Kong grew by only 6%, far below the previous five years of 21% growth in value. The retail sectors also encounter with high rents, rising wages and interest rates. To attract more tourism shoppers and stand a strong foot in this competitive market only through improving service. Therefore, a better understanding of shopping and tourism is needed.
As the purchasing power of mainland tourists is declining and the tourist to Hong Kong is more diversified, shopping attributes that affect tourists' satisfaction have changed according to the changes of tourists. Although some researches about tourists' satisfaction have made before, few are about tourists' satisfaction and can reflect the new changes. In such situation, it is desired to conduct a survey of tourist satisfaction level towards shopping in Hong Kong.
Therefore, The specific study and research objectives are: 1. To analyze the interrelation between these shopping satisfactions influencing factors and the satisfaction level of tourist controlling for their characteristics. 2. To offer recommendation to help shopping planner develop better strategies in improving service and attracting more tourist.
Literature Review
The study focuses on identifying the shopping attributes and tourists' characteristics which influence their satisfaction level. Therefore, this research is based on some literatures related to the shopping attributes, tourist characteristics, tourist satisfaction theory, as well as the interaction between these attributes, satisfaction level and shopping retention.
Shopping Attributes
Shopping today is obviously not the laborious activity it used to be. For many, it is one of their most enjoyable leisure-time activities and more so for tourists. Christiansen, Tim (2002) in his journal 'is it the Mood or the Mall that Encourage Tourists to Shop?' gives another important attribute of shopping attraction-shop as a tourist. There is ample evidence to suggest that the most popular tourist activity is shopping, with some people even planning their trips around the shopping experience. However, there is also evidence that many consumers now find shopping an undesirable chore instead of a pleasurable activity. These two conflicting views seem to suggest that consumers still like to shop; they just do not like to shop at home. This research was designed to investigate whether tourists enjoy shopping because they are away from home or whether the mall at which the tourist is shopping is simply a better mall for shopping. The research focused on four aspects of the shopping experience that may differ between shopping at home and shopping as a tourist. These aspects of the shopping experience were the hedonic and/or utilitarian value, the novelty of shopping in a different mall, and the encouragement of social interaction. The findings suggest that both the type of shopping experience, whether home or away, and the particular mall that a tourist visits will affect the customer's value that is derived from the shopping trip, the overall satisfaction with the mall experience, how long the customer stays at the mall and how much money is spent during the shopping trip. There should be little doubt that tourism shopping is worthy of additional attention in the future.
Tourists' shopping experiences involve their interactions with products and services, as well as the store environment during their shopping (Fiore and Ogle, 2000) . Attributes of the products include price (value for money or not), product quality, variety of products. Store environment emphasizes on the atmosphere, such as cleanliness, music, decoration as well as staff appearance. Service quality is a more complicated process. The convenience, friendliness, service speed should all be considered. Hence, study will focus more deeply on the attributes of the products and services tourists buy to give more shopping satisfaction to tourists overseas.
Service quality is directly influence customers' shopping experience. The criteria that customer used to measure service quality are complex and difficult to determine precisely. This is due to the fact that: 1) services are intangible; 2) services are heterogeneous, meaning that their performance often varies from provider to provider, from customer to customer and from context to context, 3) services cannot be placed in a time capsule and thus be tested and be re-tested over time, and 4) production of services is likely to be inseparable from their consumption. Furthermore, customer does not assess service quality only on its outcome, but also they consider the process of service delivery (Zeithaml et al., 1990 ). Keown (1989) surveyed 275 tourists to Hong Kong about their shopping experience on 16 shopping attributes. Tourists were asked to compare their shopping experience in Hong Kong with shopping in their own countries. The study showed that tourists perceived Hong Kong to have larger selection of merchandise, faster and more efficient service, and better value for the money compared with their home countries. However, tourists feel that retailer did not have well-marked price on most of the products. Of the tourists, 73% bargain over price and 74% did comparison shopping. This study reflects some important shopping attributes in Hong Kong which influence tourists' satisfaction level, but it does not comprise all the shopping attributes in the survey.
Tourists' Satisfaction
Service quality or desired expectations are defined as a blend of what the customer believes can be and should be (Zeithaml and Bitner 1996) . Customer satisfaction occurs when the value and customer service provided through a retailing experience meet or exceed consumer expectations. If the expectations of value and customer service are not met, the consumer will be dissatisfied.
Consumers compare expectation to perceived performance in order to arrive at an evaluation. Perceived performance is affected by the characteristics of the product and by the circumstances surrounding its acquisition. Gronroos (1983) suggested that perceived p e r f o r m a n c e is composed of two qualities: technical and functional. Technical quality has to do with what the consumer receives from the purchase of the product. Functional quality has to do with how the consumer receives the purchases the product (i.e. the events surrounding the acquisition of the product. In this meaning, customers derive satisfaction both from the experiences in the store and use of each product and service purchased from the store. Thus, overall sentiment of satisfaction is composed of several evaluation items on their experiences. As for evaluating the former type experiences, the literature suggests that perceived service quality, perceived product quality and perceived product price are antecedents of customer satisfaction (Zeithaml, Berry and Parasuraman, 1996) . Keown, Jacobs, and Worthley (1984) indicate that Hong Kong's retail outlets are in an overall impression of average level when compared with some regions in world. In the research, tourists perceived retail outlet in Hong Kong to have the highest business ethics and a reasonable product price range. Keown, Jacobs, and Worthley's "overall impression" of retail outlet was moderately correlated with customer orientation and treatment satisfaction, and moderately correlated with customer purchase satisfaction. These findings suggest that customer "overall impression" of retail outlet is related to their perception about the retailer's overt and latent behavior as well as their own personal satisfaction.
Relation between Tourists Characteristic and Shopping Satisfaction
The tourists' characteristics are important factors when the researcher analyzes the tourists' satisfaction with shopping attributes. Therefore, demographic, socioeconomic and behavioral indicators are commonly used in tourism research to profile tourist by age, income, gender, marital status, occupations, education and ethnic background. These indicators are easy to identify and use in marketing decisions (Yavuz, 1994) .
Nationality is an important factor that affects customers' shopping behavior. Eastlick, Mary Ann (1998) examines cross-shopping among entertainment and retail/service-based businesses in shopping malls that appeal to both tourists and local residents in two southwestern U.S. metropolitan areas. The study investigates relationships among crossshopping behavior and factors such as the motivations that prompt shopping and entertainment activities, and psychological involvement in the shopping and/or entertainment activities. The result from this research suggests that residents of different countries have a n a t i o n a l character, or a distinct set of personality characteristics common among people of a country or society. Such difference leads to different shopping behavior.
Except the demographic such as age, income, gender, marital status, occupations, education and ethnic background, trip characteristics are also applied in the research. Lee (1999) examined the demographic variables of tourists in his tourism research. In practically, he investigated individual trip characteristics (trip group type) and past experience with a destination. Past experience was measured by asking tourists to indicate the number of trip they have taken to the chosen destination. His study analyzed the relationship between past experience and place attachment.
Relation between Tourists Shopping Satisfaction and Shopping Behavior
Tourists' satisfaction is important to successful shopping marketing because it influences the choice of shopper, the consumption of products and service, and the decision to return. Therefore, there is a close relation between the shopping satisfaction level and retention.
Post-purchase satisfaction/dissatisfaction feelings affect purchase intentions and buying behavior of consumers. More specifically, Carr (1999) have indicated that customers who indicate they are "highly satisfied" with shopping experience, are more likely to purchase the company's products than those who felt just satisfied. Furthermore, it has been argued that if customers are satisfied with a brand, they will be more likely to continue to purchase and use it, and to generate positive word of mouth regarding their favorable experiences with the brand (Peter and Olson, 1993) . In this meaning, the high satisfaction towards shopping experience will lead to the high retention of customers and also attract more new customers. On the contrary, poor post-purchase satisfaction will influence the customer buying likelihood. Santos Jessica, Boote Jonathan (2003, Journal of consumer behavior) presents a theoretical model exploring the interrelationship between expectations, affective post-purchase states and affective behavior. The authors argue that there are four types of post-purchase affective states: delight, satisfaction, acceptance and dissatisfaction. These four states may lead onto affective action--varying degrees of complaining or complimenting behavior. Usually, dissatisfaction of customer leads to many complains and poor operation performance.
Shaun McQuitty, Adam Finn and Jame. B., Wiley (2000) introduced a model which is called the Satisfaction-Based Repeat Purchase Behavior model. The model is dynamic and emphasizes satisfaction as a primary determinant of repurchase behavior. It also incorporates the antecedents of satisfaction, and allows their effect to vary with time. The customer will adapt their expectation when service improves. When service improves, the customer will automatically enhance their shopping expectation, and when satisfaction is regarded as the only influencing factor of buying intention, the higher the expectations are met, the higher the customer satisfaction and probability of repurchase. Therefore, with improving service quality, company will attract more repeated customers and achieve successful financial results.
Shopping involves complex behaviors and intentions. Cronin and Taylor (1992) suggest that convenience, good value for money and availability may enhance customer satisfaction and subsequently behavioral intentions. At the same time, higher levels of core-service satisfaction should reduce the perceived benefits of switching service providers, thus, yielding higher repurchase intentions (Anderson and Sullivan, 1993 ).
Today's competitive shopping environment calls for Hong Kong to excel in improving customer retention and loyalty. Survey reveals that tourists in Hong Kong tend to choose the shopping stores which have good brand. This kind of branding stores offer better service quality and qualified product. Tourists go to these famous stores for security and full satisfaction. Customers shopping satisfaction lead to customers' acquisition and retention in these shopping stores.
Literature Summary
The earlier researches in this sector are acknowledged in the above discussion. The previous researches on tourists' satisfaction level on shopping include such issues as shopping attributes, tourists' satisfaction theories, the relation between characteristics of tourists and shopping satisfaction, and relation between shopping satisfaction and shopping behavior. From the literature review, the researcher found that tourists' satisfaction towards shopping in Hong Kong is an important area but few researches have been conducted about that in recent years. With such consideration, further study relates to this topic is decided.
Methodology Sample
The sample population of this research is composed of tourists, who visited Hong Kong from mid-July to early August, 2016. During this time, a total 500 tourists were interviewed in this specific project research. These participants all come from these five source markets: Mainland China, Chinese Taipei, Singapore, the US, and Canada. The coincidental choice of three Asian and two Western countries further enables of the crosscultural comparisons of the data.
Research Design
Personal interviews were used instead of a self-administered method in this research to minimize sequential bias.
The questionnaire, both in English and Chinese put, consists of 3 sections. The first section was designed to get data of tourists' general travel data. Questions such as trip duration, frequency of visiting of Hong Kong, main destination, itinerary, trip purpose, types of accommodation, mode of travel, and number of companions were asked in this section. The second section consists specific questions presented about tourists' shopping satisfaction level with regarding to shopping items, service, quality, variety, value for money or not. Lastly, in the third section data about respondents' general information, such as age, nationality, general expenditure, education level, and annual household income were gathered.
Data Collection
Distributions of questionnaire were carried out by 8 selected interviewers who are well trained. There are a limited number of flights daily to the US, Australia, and Singapore. Each flight was selected repeated over the same study period. There are numerous flights to China and Taiwan. The flights to Beijing and Shanghai in China and to Taipei and Kaohsiung in Taiwan were targeted. Participants were interviewed if they passed the three qualifying questions (non-Hong Kong resident, non-transit passenger, and resident of one of the target source markets), regardless of the destination of the flight. After a personal interview, respondents were given a small token of appreciation of their participation.
Results and Data Analysis
After sorting out the invalid questionnaires, 306 left questionnaires made up of tourists from five different source markets were coded, computed and analyzed using the Statistical Package of Social Sciences (SPSS).
Statistical analysis such as frequencies, descriptive mean rating and crosstab were employed to analyze the data to identify the trip profiles and demographics of these respondents and measure the respondents' whole perception towards Hong Kong. One way ANOVA was employed to test the differences of trip profile and demographics among respondents from five different source markets (Mainland China, Taiwan, Singapore, USA and Canada) and also examine their different perceptions towards Hong Kong. At the same time, whether shopping is an important influencing factor for visitor come to Hong Kong and revisit Hong Kong is analyzed with the help of ANOVA. With the use of crosstab and ANOVA, different choices in several shopping items (clothing and footwear, electrical and electronic products, jewelries, watches and gifts and other items) are identified and categorized. In this way, the researcher also test respondents' attitude towards the importance of different four shopping features (service quality, quality of product, variety of product and product price), satisfaction of these shopping features with the category of residents in different countries. Lastly, a Paired samples T-test was used to a test the relationship between respondents' overall shopping satisfaction level of Hong Kong, satisfaction of four shopping features in Hong Kong and their likelihood of returning to Hong Kong.
Analysis respondents' profile Table 1 shows the profile of these respondents. The largest number of respondents is from USA, following by Taiwan and Mainland China. Most visitors to Hong Kong tend to be young; totally one third of them are in age 26 to 35, more than two thirds of them are less than 45 years. Visitors come from two North American countries (USA and Canada) tend to be a little elder than the others. Also American has highest household income level and those from mainland China and Taiwan are much lower. Most of the visitors are well educated; nearly half of them have got a degree of graduate or even above. Results also reveal that the visitors from USA and Canada are better educated than the other Asian countries. Some visitors from USA and Canada have got a postgraduate degree, which is far more that those from three Asian countries. Interestingly, researcher found the visitors with lower income level spend more in Hong Kong. In conclusion, according to the results of ANOVA, the research found that visitors from different countries are not the same in terms of age, education level and annual household income. The trip profile of respondents is shown as Table 2 . Less than half of the respondents said that is their first time to Hong Kong. Especially Taiwan, Mainland and Singapore have a high number of repeated visitors. Most respondents did not take Hong Kong as the main destination. The result of ANOVA shows that there is no difference of the visitors from different countries with regard to their choice of Hong Kong as the main destination. The length of stay in Hong Kong is not quite different in five source markets. Only those of the Mainland visitors would have a longer trip in Hong Kong than those from other countries. The table also shows that about half of the respondents come to Hong Kong for vacation/leisure, following by the purpose of business. Among them, Visitors from the Canada and USA make up the largest share for the vacation/leisure category. Visitors from Mainland China and Taiwan take a greater percentage in business/meeting travel. More visitors from Mainland come to visit friends or relatives than those in the other countries. Interestingly, some Canadian come to visit relatives in Hong Kong, while none of them come to visit friends. Independent travel seems more popular. Over half of the visitors from all these countries choose independent travel as their favor. Only a small part of them attached to traditional full or partially packaged tour. Table 3 reflects the perception of Hong Kong in terms of attractive of Hong Kong, Satisfaction of Kong Hong, Overall service quality in Hong Kong and value for money. Generally, visitors' perception of Hong Kong is good since all the means are high. Among all, American seems praise higher in these four categories than visitors from other countries. Visitors from Taiwan, Mainland and Singapore are less satisfied with the overall service quality in Hong Kong and think it as a place less valuable for money. Mainland visitors choose more electric and electronic products than other visitors. However, visitors from Singapore show least interest of that. Table 5 shows the relation between country of origin and their importance and satisfaction level towards shopping in Hong Kong in terms of some shopping features. The results of ANOVA reveal that tourists from different countries show significant difference of the variables of "importance of quality of goods" and "importance of variety of goods". Visitor from Mainland China and USA pay more attention to the quality of good, while those from Taiwan think less of that. Also Mainland Chinese, Singapore visitors and American care more of the variety of goods, Taiwanese mind it less. However, they show no great difference when consider the variable of "importance of service quality" and "importance of goods price". Only visitors from Canada seem a little more sensitive about goods price and care service quality less. There are difference in terms of the satisfaction level of price of goods, service quality, overall service quality of Hong Kong according to the results of Table 6 . The means of the four categories are all above 4 or even more. It means the perceptions of the visitors from these countries are positive. Also it shows that tourists from USA are most satisfied with shopping features in Hong Kong. However, respondents from Taiwan are least satisfied of that. In Table 6 , the results of test indicates that visitors from source markets have different satisfaction level when they were asked about the satisfaction towards variety of goods, quality of goods, variety of goods and goods price. And the rating by the visitors from Mainland China is higher than by the visitors from the other countries in terms of service quality and quality of goods. It means that Mainland visitors are more satisfied with the service quality and quality of goods. Visitors from Taiwan seem to value the variety of goods more. Visitors are not so satisfied with service quality except those from USA. Lastly, research ( Table 7 ) also found that there is no significant relation between the average rating of visitors' likelihood of returning to Hong Kong and their nationalities. Most visitors felt that Hong Kong is worthwhile of returning.
Conclusion
The article compared the different satisfaction level and perception of visitors towards shopping in Hong Kong and explained how the visitors' profile and trip characteristics lead to such different satisfaction of shopping features. This research provides a general picture of tourists' satisfaction level of shopping in Hong Kong. The results reveal that visitors from different nationalities are an important market than need to be segmented and studied. They are different in their education level, income level, age, purpose of travel, and as well as some other trip characteristics so that lead to different satisfaction towards shopping in Hong Kong. They prefer different shopping items, rate the importance of shopping attributes (price of goods, variety of goods, quality of goods and service quality) differently and their satisfaction level of these shopping attributes are different. However, whether they are satisfied with Hong Kong overall or not, their likelihood or returning to Hong Kong is not affected by this satisfaction level. Also researcher found that the visitors from these source markets can be separated in two groups: Asian group and North American group. Results show differences in their choice of shopping items, importance of shopping features and satisfaction level towards different shopping features.
This research finding can be useful in retailers and tourism planner in implementing strategies to maintain or enhance their competitiveness in the tourism and related industries. Improvement in the service quality, variety of goods, quality of goods and tailor a reasonable price is needed. Awareness of the different culture and demographics of the tourists can also be help to improve service quality. For example, the shopping marker can tailor more qualified products which are selling mainly for Mainland Chinese and American since they think more important of quality of goods. More goods for the Taiwanese demand are needed to be available since they are less satisfied with the variety of goods. In addition, it is important for retailers and tourism planner to realize the special needs of tourists and the factors that affect their perception of shopping in Hong Kong. Based on the findings, Hong Kong should reformulate its marketing and promotional strategies, and develop more shopping and leisure facilities that maintain its image as a shopping paradise.
